The three research questions addressed by this study were (1) What were the major constraints that inhibited museum-goers from visiting museum attractions in Galveston, Texas? (2) What benefits did museum-goers seek from their visits? and (3) Can these constraints and benefits be meaningfully interpreted to identify target groups that are likely to be either more or less responsive to marketing efforts directed at them? A systematic sample of 1,083 museum-goers responded to an instrument containing six constraint domains and five benefit domains. Their domain scores were used to group respondents into five constraint clusters and four benefit clusters. The benefit and constraint clusters were crosstabulated to form a 20-cell matrix. Interpretation of the matrix led to the selection of four target markets likely to yield the greatest return on marketing effort.
The city of Galveston, Texas, has a population of approximately 51,000. It is located on the eastern end of Galveston Island, which is a 28-mile-long by 3-mile-wide barrier island situated 1 mile off the Texas coast and 40 miles south of Houston. Richardson (1986) (Jackson 1988 (Mayo 1973; Hunt 1975; Crompton 1979; Keown, Jacobs, and Worthley 1984; Gartner 1986 ; Fakeye and Crompton 1991; Um and Crompton 1992) .
In the past decade or so a contrasting operationalization of benefits has emerged as some tourism researchers have conceptualized the tangible attributes of destinations as being merely conduits that have the potential to facilitate desired psychological benefit outcomes (Iso-Ahola 1982; Pearce and Caltabiano 1983 ). This conceptual shift away from activities and amenities and toward experiential and psychological outcomes is consistent with the general evolution of definitions across the spectrum of leisure subfields (Samdahl 1991 (Driver, Brown, and Peterson 1991 (Witt 1992 (Crompton and Lamb 1986 Table 2 . Each respondent's mean score on each domain was analyzed using a K-means (quick) clustering procedure. The algorithm used for determining cluster membership in this procedure is based on nearest centroid sorting. The decision as to how many clusters are to be retained is subjective. Three, four, and five cluster solutions were reviewed, and the cluster centers for the four cluster solution shown in Figure 1 appeared to be most coherent and interpretable.
A series of chi-square tests were undertaken on selected independent variables to see if there were statistically significant levels of association between these variables and the clusters. These results were used to identify distinctive core characteristics of the clusters. Results of the chi-square tests are reported in Table 3 . The names and distinctive features of the benefit clusters were as follows: Non-Ego-Involved Visitors (18.6 % ) ranked low the benefit domains of social recognition and self-esteem, strongly disagreeing that these were benefits they sought from museums. They were relatively infrequent visitors to museums. The cluster contained a relatively large proportion of males. There were no indications as to why this cluster visited museums at all, given their relative lack of ego-involvement with them.
However, their museum visit may fall into the category of meeting the need of something to do or somewhere to go.
The procedures used to analyze the benefits data were replicated with the constraints data. A factor analysis of the constraint items resulted in six factors, with Cronbach alphas ranging from .63 to .85 (aggregate data column of Table 4 ). The item loadings on four of these factors replicated their initial assignment, but items on four of the original domains merged into two factors. However, the new domains were easily interpretable and the factors were internally consistent. Independent factor analyses were undertaken on each of the five subsamples of museum visitors. There was a high degree of item stability on the six factors across all five subsamples. The six constraint domains were named cost, time, difficulty of access, repetition, product failings, and lack of interest. The loadings and alphas for each of the factor analyses are summarized in Table 4 .
A review of results from the K-means clustering procedure led to selection of a five-cluster solution to represent the pattern of constraints inhibiting respondents. These are shown Figure 2 . Table 5 shows results of chi-square tests undertaken to identify levels of association between the set of independent variables and the constraint clusters. The number of significant associations was substantially greater than the number that emerged from similar tests on the benefit clusters reported in Table 3 . The names and distinctive features of the constraint clusters were as follows:
Highly Constrained Visitors (27.3 % ) scored all the constraints relatively highly. They had the largest proportion of respondents who were males and respondents who were in the highest income group. Even though one-fourth of the cluster were members of a museum, it appears that membership reflected the interests of others in their family since a smaller proportion of them than any other cluster indicated they would visit museums more often if constraints were removed. They were particularly disinclined to visit history museums.
Committed Localites (23.1 % ) were relatively high income, frequent museum-goers, with strong aspirations to go even more frequently. There was a larger proportion of repeat visitors and museum members in this cluster than in any other cluster. They reported the lowest score on the repetition constraint. Their major constraints were time and difficulty of access, which referred particularly to travel distance, reflecting the fact that most of the sample lived in Houston. (Belk 1975; Hansen 1976; Park 1978; Woodside and Lysonski 1989; Harris, Driver, and Bergersen 1985; Jackson and Searle 1985) . Um and Crompton (1992) point out that this pattern is consistent with the notion that choice is a satisfying behavior (Simon 1957 ) that is constraints driven, rather than an optimizing behavior that is benefits driven. Given the initial FIGURE 2 CLUSTER CENTERS OF THE FIVE CONSTRAINT CLUSTERS ON CONSTRAINT DOMAINS primacy of benefits, the starting point in reviewing the array of potential target markets shown in These 12 cells that were deemed likely to be least responsive to marketing efforts are shaded in Table 6 .
The remaining eight potential target markets, which were identified as being likely to be relatively responsive, made up 48 % of the total market of museum-goers. It is widely accepted in the marketing literature that to be viable a target market needs to be sufficiently large to be worth serving, measurable, and accessible (Crompton and Lamb 1986) . All other factors being equal, the best return on marketing investment is likely to come from the largest of these responsive target markets.
The size criterion led to selection of four of the eight groups as priority targets. Together they account for approximately 30% of the total population of interest. They are accessible through direct mail communications using lists purchased from commercial vendors and/or membership lists provided by other museums in the Houston/Galveston area. The four priority target markets whose cells are outlined in bold in Table 6 The remaining f6ur groups shown in Table 6 that were identified as likely to be responsive to marketing efforts In conclusion, there is a need to develop models integrating theory relating to benefits and constraints. The existing models in the tourism literature offer broad conceptual frameworks (Um and Crompton 1992; Woodside and Lysonski 1989) , but the need is for more detailed specification and guidelines for operationalization. Insights into how to proceed may be gleaned from the recreation field. In the recreation benefits literature such models have been developed by Driver and his associates (Driver, Brown, and Peterson 1991;  Schreyer and Driver 1989), while in the recreation constraints literature similar work has been done by Godbey (1985) and Crawford, Jackson, and Godbey (1991) . There is overlap in the benefits and constraints work. Mannell and Stynes (1991) have observed that &dquo;some of the same research that was reviewed under the benefits rubric for this volume has also been claimed by constraints theorists&dquo; (p. 472).
The contribution of this study is to show the potential ability of exploring the interface between benefits and constraints. The study has shown they can be used to identify target markets, select those that are likely to be most responsive to marketing investments, and suggest strategies for bringing their potential to fruition. The approach provides focus. Although 20 potential target markets were formulated, the approach suggested a focus on 4 that were identified as being most viable.
The 4 target markets and strategies suggested here appear to have the most potential for arresting GHF's visitation decline. However, the external factors identified by the GHF task force and described earlier in the article may be too strong for any marketing program by GHF to surmount. In that case, divesting the attractions or requesting public tax support for them would appear to be the only strategic longterm options available to GHF.
